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ABSTRACT
Thispapercontributestothedebateonthestandardizationversus
adaptationininternationaladvertisingbyintroducingtheconstructofadver-
tislnglikeability.Thepaperreportsfindingsfromacross-culturalemplrical
studyconductedinJapanandtheNetherlands.Thestudyexploredhowthe
sameadvertislngmessagesWereevaluatedinbothnations.Thepaperthen
discussesthecross-culturaldiferencesfoundin1)theleveloflikeability2)
thecomponentstructureoflikeabilityand3)likeability'srelationwithpurch-
aseintention.Thepaperofersimplicationsofthefindingsforinternational
advertisers,discussestheoreticalimplications,andsuggestsdirectionsfor
furtherresearch.
lNTRODUCT)ON
Thecontinuingdebatesurroundingtheprosandconsofstandardiza-
tion,globalization,Oradaptationoftheinternationalmarketingmixhasstil
notreachedafinalconsensusamongacademiciansandpractitioners.This
debatehasbeenespecialyheatedinthefieldofadvertising.Theoretical
publicationsonthestandardizationofadvertislngdebatehavebeenappear-
1ngSteadilyinacademicjournalssincethe1960S.Inaddition,manyemplrlCal
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Studieshavebeenconductedandcanbecategorizedintoroughlythree
types:
1)Management-sidestudies.Studiesonmanagementperceptionsand
responsesconcernlngStandardizationhavebeenconductedandpub-
1ishedmainlyduringthe1970sandbeginnlngOfthe1980S.Thesestu-
diesaskmanagersofmultinationalcorporationswhethertheytrans-
fertheiradvertislngCampalgnStOOthercountries.Resultshavepro-
ducedcontradictingresultsalthoughthemaJOrltyOfstudiesindicate
thatinmostcasescompaniestendtoadapttheiradvertisingcam-
paigns(localization)(C.g.,Boddewyn,Soehl,andPicard,1986;Dunn,
1976;HiteandFraser,1988;Shao,Shao,andShao,1992).
2)Content-analyticalstudiesofadvertisements.Anotherlargebodyof
researchstartedtoappeararoundthebeginnlngOfthe1980Swithan
especialyhighconcentrationbetween1990and1992(Samieeand
Jeong,1994).Theresearchiscross-culturalandconsistsmainlyofcon-
tentanalytlCalstudiesofTVandmagazineadvertisements.
3)Consumer-sidestudies.Thisisanaspectofinternationaladvertising
thathasbeenrelativelyneglectedbyinternationaladvertisingresear-
chers.AlthoughtherearemanystudiesconductedbyprlVateCOm-
panies,theresultsofthesestudiesareusualyproprletaryandnot
accessibletoacademicresearchers.Surprisingly,therearecompara-
tivelyfewacademicstudiesapproachingthestandardizationversus
adaptationdebatebyaskingtheconsumerdirectly.
Thefewconsumer-sidestudieshavetackledthestandardizationissue
moredirectlybymeasuringhowgroupsofconsumersrespondedtoawide
rangeofadvertisementsofwhichsomewerestandardizedandsomelocal-
ized.OnkvisitandShaw(1980)foundthatresponsesofAmericanandforeign
consumerswhowereshownidenticaladvertisementsvariedconsiderably
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fromgrouptogroup.AstudybyCaffynandRogers(1970)comparedthe
reactionsof1200BritishconsumerstoasetofsixAmericanandsixBritish
commercials.ResultsshowedthatAmericancommercialswereperceivedto
bemoreentertalmngthantheBritishcommercials,whereastheBritishcom一
mercialswerethoughttobemorepersuasivebytherespondents.Zhang
andNeelankavil(1997)conductedresearchcomparingtheeffectivenessofin-
dividualisticversuscolectivisticadvertislngappealsofprlntadvertisements
amongstudentsfromChinaandtheUSA.Findingsshowedthatfornon-
personalproductcategoriesindividualisticappealsweremoreefectivefor
theUSA,whereascolectivisticappealsweremoreeffectiveinChina.
However,forpersonalproductcategories,nosignificantdiferenceswere
foundbetweenthecountriesandindividualisticappealswerefoundtobe
moreefectiveinbothcountries.ResearchbyEvansandRiyait(1993)among
fourgroupsofstudentsfromBritain,France,Norway,andGermanyused
imagesfromanumberofBenettonadvertislngCampalgnS.Findingsshowed
thattheseimageswereofteninterpretedinslgnificantlydifferentways
acrossthefoursamplegroups,althoughtheactualinterpretationoftheim-
ageswasoftenofapositivenature.Unger(1995)Comparedtheresponsesof
FinnishandAmericanuniversltyStudentstotenhumorousinternational
televisioncommercialstoassesstheusefulnessofanaだect-basedmodelfor
measuringefectivenessofhumorinpersuasioninacross-culturalcontext.
Whiletheresultsshowedthatthelinkagebetweentheconstructsof1)per-
ceivedfunniness,2)likingthead,and3)likingtheproductwasthesamefor
bothsamplegroups,theresearchersalsomentioneddiferencesinperceived
funninessbetweenthenationalitiesonfourofthetenadsusedforthestudy.
TheresultsofthestudiesbyEvansandRiyait(1993)andUnger(1995)
seemtosuggestthat,whilestandardizedadvertisingmaybeabletoelicit
positiveafectivereactionsfromuniversitystudentsfromdifferentcountries,
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theinterpretationofthesecommercialsmaydiffer.Severalauthors(e.g.,
Blackwel,Ajami,andStephan,1991;DouglasandWind,1987;Fatt,1967;
Hassan,1991)haveproposedthatglobalmarketsegmentssuchasthe"glob-
alelite"andthe"globalteenager"(HassanandKatsanis,1991;Tuly1994)ex-
ist.Onewayofstandardizingadvertisingthattargetsyoungpeoplemaybe
byuslngadvertislngthatelicitsapositiveresponse,inotherwords,byuslng
theconceptofadvertlSlnglikeability.
LITERATUREREVIEW
AdvertislngLikeability
RayandBatra(1983)havemadeacasefortheimportanceoftheroleof
affectinadvertising.Theyarguethataffectiveadvertisingmaybemore
effectivebecauseitisattendedtomore,processedmore,evaluatedmore
favorably,andrememberedmorethanattribute-orientedadvertislng.Anim-
portantfunctionofadlikeabilitythusmaybethatofagatekeeperforfurth-
erinformationprocessing(RayandBatra,1983;Biel,1990;Stapel,1991),espe-
cialyinthecaseoftelevision,alow-involvementmedium(Batra,1986).Tele-
visionisanexternalypacedmedium(Raaij,1989)inwhichadvertisingin-
trudesontheviewerandissurroundedbydistractlng`clutter'.Thereaction
toanadvertisement'sexecutionitself(i.e.whetheranadvertisementisliked
ordisliked)isthoughttoinfluenceaviewer'sfurtherprocessingofthe
advertisement(Raaij,1989).Iftheadvertisementisliked,thelikelihoodofa
viewerpayingfurtherattentiontoitsmessageisincreased.Ontheother
hand,iftheadvertisementisdisliked,theviewerwilblockouttheadver-
tisement,eitherbysimplyignoringthemessage(mentaly),orbyswitching
channels,turningofthevolumeorleavingtheroom(physicaly).
Inaddition,RayandBatra(1983)suggestthatthelikingfortheadmay
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getconditionedontothebranditselfandformanimportantcomponentof
theattitudetotheadvertisedbrand.
AdvertisingLikeabilityandAtitudetowardtheAdvertisement(Aad)
Insupportofthetheoreticalargumentsinfavorofanadvertising
efectsparadigmwithacentralroleforafect,recentemplrlCalresearchhas
providedevidencefortheimportanceoflikeabilityasameasureofaudience
perceptionoftelevisioncommercials.Generally,twotypesoflikeabilitystu-
diescanbefoundintheliterature.Thefirsttypeofstudiesisoftenreferred
toas`ProfileStudies'or`ComponentStudies'whereadjectivesorstatements
arereducedintocomponents(e.g.,AakerandBruzzone,1981;Aakerand
Stayman,1990;BielandBridgewater,1990;°han,1995;DuPlessis,1994;
Leather,McKechnie,andArmikhanian,1994;WalkerandDubitsky,1994;
Wells,Leavitt,andMcConville,1971).Mostempiricalstudiesinvolvingthe
constructofadlikeabilityhaveconcentratedonidentifyingthenatureof
likeabilityandhavegeneralybeenlimitedtoinvestlgatlngWhatfactorscon-
tributemosttoadlikeability.Thesestudieshowever,havegeneralynot
addressedadlikeability'seだectonpurchaseintention.
ThesecondtypeofstudiesiscaledAttitudetowardtheadvertisement
(Aad)studies.Thissecondtypeputsmoreemphasisonthemeasurementof
theafectiveorcognltivereactionstoadvertisementsandoftenlooksatre-
lationswithattitudetowardthebrand(Ab).EmpiricalresearchintheUS
hasgeneralysupportedthepropositionthatattitudetowardtheadver-
tisement(Add)mediatesbrandattitude.Attitudetowardthebrand(Ab),in
turn,hasbeenshowntoinfluencepurchaseintention(e.g.,BatraandRay
1986;BurkeandEdel1989;EdelandBurke1987;Gardner1985;Goldberg
andCorn1987;Homer1990;MacKenzie,LutzandBelch1986;Mitcheland
OIson1981).Alternatively,attitudetowardtheadhasbeenshowntohave
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Onlyaweakdirectmediatinginfluenceonpurchaseintention(e.g.,Mitchel
andOIson,1981).
Theconceptsofadvertisementlikeabilityandattitudetowardthe
advertisementareconceptualysimilarinthattheybothmeasuretheunder-
1ylngCOnStruCtOfpositiveaffectiveorcognitiveattitudestowardadver-
tisements.Themaindiferenceisthemeasurementmethodandwhetheror
nottheyaddresstherelationwiththeattitudetowardthebrandandpurch-
aseintentionconstructs.
InIndia,usingprintadvertisements,KhairulahandKhairulah(1990)
foundapositiverelationshipbetweenrespondents'A｡dandBIB(behavioral
intentiontobuy)oftheadvertisedproduct.
WalkerandDubitsky(1994)however,reportthatcorrelationsofadlik-
ingOnPurchaseintentionareJustaSStrongaStheefectofpre-exposureex-
istlngattitudestowardthebrand.ThestudybyWalkerandDubitskyfound
thatadlikeabilitywasnotcorrelatedwithpurchaseintentionaftercontroll
ingforbrandliking.Inaddition,theysuggesttheexistenceofa`chicken-
and-egg'relationshipbetweenadlikeabilityandbrandattitude,whereadlik-
ingisoneofthemostimportantpredictorsofbrandlikingbutattitudeto-
wardthebrandalsoinfluencesattitudetowardthead.
AstudyconductedintheUK(Leather,McKechnie,andAmirkhanian,
1994),lookedatlikeabilityofadvertisingforfastmovingconsumergoods
(FMCG)among16-to24-year-olds.Itstudiedaspectsoflikeabilityandiden-
tifiedanumberoffactorscontributingtoadlikeability.Itthentestedthein-
fluenceoftheseseparatefactorsonpurchaseintention.Thestudyfound
thatthefactors`stimulating'and`originality'contributedtoadlikeabilitybut
nottopurchaseintention,whereasanad'srelevancepredictedpurchasein-
tentionbutnotadlikeability.Thisstudy'sfindingsdifferfromresultsof
otherlikeabilitystudieswhererelevancewasfoundtobeacontributingfac-
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tortoadlikeabilitytoalarger(e.g.,WalkerandDubitsky,1994)orlesser
(°han,1996)extent.Table1summarizesthefindingsofsomeadvertising
likeabilitystudies,thelikeabilitycomponentsfoundandtherelationofad
likeability(components)withpurchaseintention.
ThestudybyLeather,McKechnie,andAmirkhanian(1994)however,
suggeststhatanad'spersonalrelevancetothevieweranditsperceivedre-
levancetotheproductmayneedtobetreatedasseparateconstructsfrom
theconstructofadlikeability.PreviousemplricaladvertlSlngresearchinthe
Netherlandsinasurveyoftheadsinawomen'smagazinefoundthat
buyingintentwasregisteredwith29percentofpeoplewholikedtheadand
among36percentofpeoplewhofounditaninterestingadvertisement
(Stapel,1994).Interestingnesscouldbeconsideredsynonymouswithperson-
alrelevance.Thusfar,noconclusiveevidencehasbeenpresentedtosupport
theunequlVOCalinfluenceofadvertislnglikeabilityorattitudetowardthead
(Aad)onpurchaseintention.
LikeabilityinJapaneseAdvertising:`Feel-Do-Learn'HierarchyofAdvertis-
1ngEfects
Withafewexceptions(°han,1995;KhairulahandKhairulah,1990),
mostoftheadvertisinglikeabilityliteraturereviewedabovehasbeencon-
ductedinthewesternworldorisbasedonmodelsofadvertislngdeveloped
intheUS.Miracle(1987)Suggeststhatthehierarchyofadvertisingefects
mayhaveadifferentorderinJapanthanintheUS.Accordingtothisau-
thor,thehierarchyofadvertisingeffectsinJapanhasthefolowingsequ-
ence:feel-do-learn.Theconsumerseesacommercial,likesit(feel),goesto
thestoreandbuystheproduct(do)andthenfindsoutabouttheproductby
usingit(learn).ThiscontrastswiththegeneralassumptioninAmericaand
Europethatforthewesternconsumerthesequenceofadvertisingeffects
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tendstostartwithcognitiveprocessing(learn),folowedbyaconativereac-
tion(do)andfinalyanafectivereaction(feel).InJapanthissequencethusis
saidnottostartwithcognitivebutwithafectiveprocessingoftheadver-
tisement(Herbig,1995).
Indeed,inJapanthethreenecessaryingredientsforagoodcommercial
aresaidtobeitsabilitytoestablishempathy(kyokan),likeability(kokan),and
afeelingofintimacy(shi71kinkan)onthepartoftheviewer(Matsui,1996).
Cognitivelearningabouttheproductdoesnotseemtobeanimportant
advertlSlnggoal.`Advertislngliking'issaidtoplayanimportantroleamong
Japaneseconsumers(DeMooij,1998)whotransfertheafecttowardadver-
tisingtotheadvertisedproduct(RamaprassadandHasegawa,1992).Empir-
icalresearchinJapanhasshownthatthereisaverystrongcorrelation
(0.93)betweenacommercial'slikeabilityscoreandaconsumer'spurchasein-
tention(Yamaki,1996).Overtheyears,advertisers'experienceincombina-
tionwithemplricalresearchfindingshavestrengthenedtheviewheldby
mostadvertisersandadvertisingagenciesthatJapaneseconsumersneedto
beapproachedthroughlikeableadvertising.
Miracle(1987)thusproposesthatthesequenceoffeel-do-learninthe
processbywhichadvertislnginfluencesconsumersmaybethebestwayto
describetheprocessinaJapanesecontext.Hesuggestshowever,thatthis
sequencemaynotonlyhavevalidityinJapanbutalsointheUSAand
Europeasaparadigmthatmayleadtobetterunderstandingofconsumer
behavioracrosscultures.Thisparadigmassumestheretobeadirectinflu-
enceofliking(anafectivereaction)oftheadvertisementonpurchasebe-
havior(aconativereaction).
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LimitationsofExistingLikeabilityStudies.
Althoughseveralstudieshaveexploredthelikeabilityconstruct,there
areseveralgapsintheliterature.
Mostlikeabilitystudieshaveonlyexploredthefactorsunderlyingad
likeability,Withoutinvestlgatingtheinfluenceofadlikeabilityonpurchase
intentionnortakingIntoaccounttheinfluenceofadlikeabilityandattitude
towardthebrandonpurchaseintention.Ontheotherhand,whilemostatti-
tudetowardtheadvertisement(Aad)Studieshavelookedattherelationof
AadWithattitudetowardthebrand(Ab)andpurchaseintention,theyhave
tendedtoignoretheunderlyingnatureoftheattitude.
Inaddition,fewstudiesthusfarhavelookedattheroleandnatureof
likeabilitylnadvertislnglnaStudydirectlycomparlngCOnSumerreactions
tothesameadvertisementsacrosscultures.
Thepresentstudytriestocontributetothediscussionbyfilingsomeof
theabove一mentionedgapsintheliterature.
RESEARCHQUEST10NS
Thepresentstudyattemptstocontributetothestandardizationdebate
ininternationaladvertislngbyapproachingthetopicfromaconsumerpolnt
ofviewJnaddition,itfocusesonthenatureandroleofadvertislnglikeabiL
ityinacross-nationalcontext.WhilebuildingonfindingsfromprlOrre-
search,thestudyisexploratorylnnatureandtriestoanswerthefolowlng
researchquestions:
RQl:Isastandardizedadvertisingapproachfeasibleforinternational
brandstargetingyoungadults.?Morespecifl'cally,docommercials
elicilthesameresponseintermsoflikeabilityfromacross-cultural
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audie72CeOfyou71gadults.P
R02:Whatarethecomponentsofadvertisinglikeability.?Arethesecom-
♪OnentsthesameacrosscountriesPJnotherwords,doesadvertising
likeabilityhaLJethesamefactorialstructureacrosscountries.PWhat
istherelationshipofthecomponentsuJithattitudeiou)ardthe
adverEiseme71(Add).p
RQ3:DoesadlikeabiliEy♪rediclpurchaseintention.PZfyes,uJhich
likeabilitycomponentsaremoststronglylinkedu)ith1)urchaseinte71-
tion.PIsthisdlfTerentacrosscountries.PAreotherconstructssuchas
atitudetouJardthebrand(Ab)Predictorsof♪urchaseintentionP
ArethefactorsPredictingpurchaseintentionthesameacrosscul-
turesP
RQ4:DoesatitudetouJardtheadvertisement(Add)Predictpurchasein-
tention.pIsthisdiffere7lacrosscountries.P
R05:Whatistherelationbetweenadvertisementlikeabilityfactorsa72d
wilingnesstouJatchtheadvertisementagain.PWhatistherelation
betweenatitudetowardtheadvertisement(Add)andu)ilingnessto
watchtheadvertisementagainP
METHOD
Inordertoanswertheresearchquestions,across-culturalsamplewas
takenfromtheNetherlandsandJapan.Thesecountriesareculturalyvery
dissimilarandareassumedsuitablefortestingthepossibilityforglobaly
standardizedadvertisingtargetingaglobalsegmentofyoungadults,andfor
addressingthenatureandroleofadvertlSlnglikeabilitylnaCross-Cultural
context.
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Sample
354subjectsparticipatedinthemainpart(stagetwo)ofthestudy.The
sampleofrespondentswasdrawnfromfoureducationalestablishmentsfor
highereducation(twoineachcountry).
100BusinessAdministrationandEconomicsundergraduatestudents
wererecruitedatalargeuniversityinCentralJapan,November1996.Addi-
tionalundergraduatestudentstakingaMarketingclassatauniversityin
NorthernJapanwererecruitedinOctober1997.
UndergraduatestudentsofauniversityforCommunicationandJournal-
ismintheCentralpartoftheNetherlands,participatedinthestudyin
November1996.Inaddition,moremalerespondentswererecruitedfroma
PedagogicalTechnicalUniversityintheSouthernpartofthecountryinDe-
cember1996.ThetotalnumberofsubjectsinJapanwas184,whereasinthe
Netherlands170subjectsparticlpatedinthestudy.Themale/femaleratio
fortheDutchsamplewas34/66,whereasfortheJapanesesampleitwas
65/35.Theagerangewas18-27forbothsamples.Thesampleagedistribu-
tionforJapanwasconcentratedintheagegroupof20-22.IntheDutchsam-
ple,theagedistributionwassomewhatmoreevenlyspread,butalsowitha
higherconcentrationinthe20-22agecategory.
StudyProcedure
Stageone
PilotstudieswereconductedintheNetherlands(5respondents)andin
Japan(3respondents).Respondentswerealintheirearlytwentiesandin-
cludedmalesandfemales.Apoolof23internationalcommercials(recorded
intheNetherlandsandJapan)fromthefood,beverages,andfashioncategor-
ieswasused.
Thefirstobjectiveofthepilotstudieswastopre-testtheapprop-
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riatenessofthewordingofthequestionnairequestions.Thesecondobjec-
tiveofthepilotstudywastoidentifycommercialsthatwerelikedbyre-
spondentsinbothcountries,andretainthemforstagetwoofthestudy.
Thefinalsub-poolofcommercialswasselectedonbasisofthefolowlng
criteria:
1)Commercialsarefromthefashioncategory.Forthepresentstudy,
commercialswereselectedfortwobrandsofjeansandtwobrandsof
sportsshoes.ThereasonforselectingJeansandsportsshoesisthat
theseareproductsthatareuniversalyusedbyyoungpeopleand
thattheleadingbrandsinbothcategoriestendtobeglobalbrands.
Thecommercialswereforglobalbrandsofjeansorathleticshoes
thataremarketedinbothJapanandtheNetherlands.
2)Commercialsthatscoredhighonlikeabilityduringthepilotstudies
wereselectedfromtheinitialpoolofcommercials.
3)Copy,ifany,isinEnglish
Stagetwo
Theresearcherpreparedavideotapecontainingthefourtestcommer-
cialsl)plusoneJapaneseadforwomen･sapparelthatfunctionedasafiler
ad.The354subjectsweresubjectedtoforcedexposureofthetape.Com一
mercialswereshownattheendofaregularclass.Eachcommercialwas
showntwice.Theorderinwhichthecommercialswereshownwaskept
constantforbothcountries:TheLevi'scommercialwasshownfirst,second
1)Ad1:LeviStrauss501jeans"Planet",60seconds;Ad2:Adidas"Feetyou
Wear"featuringChileantennisstarMarceloRios,30seconds;Ad3:Diesel
"SuperDenim"jeans"HotCouture",60seconds;Ad4:Nike"Air'"Magazine
wars",featuringtennisstarsAndreAgassi,JimCourier,JohnMcEnroe,and
RichardKrajicek,30seconds.
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cametheAdidascommercial,thirdthefilercommercial,fourththeDiesel
commercial,andfifththeNikecommercial.Itwasavoidedtoshowtworival
brandsconsecutivelyinordertoavoidthefirstcommercialinfluencingre-
spondents'perceptlOnOfthesecondone.Beforeeachofthesessions,there-
spectiveteachersintroducedtheauthortothestudentsandaskedthemto
cooperate,Thentheauthortoldthestudentsthathewasconductinga
studyoninternationaladvertisingcomparingJapanandtheNetherlandsand
thathejustwantedthemtoglVetheirfrankopinionsaboutwhatthey
thoughtofthecommercialswithoutthinkingtoodeeplyabouttheanswers.
Aftereachcommercial,thetapewasstoppedandtherespondentswere
glVentimetoanswerthequestionspertainingtoeachcommercial.Itwas
thenaskedwhethereveryonehadfinishedanswerlngthequestionsbefore
thenextcommercialwasshown.Afterthefivecommercialshadbeen
shown,therespondentswereaskedtofilouttherestofthequestionnaire
consistingofdemographicquestionsandsomequestionsonconsumptlOn
habitsandvalues,inordertogetsomemorebackgroundinformationonthe
subjects.Thewholesessionlastedapproximately45minutes.Thesubjects
werethendebriefedandthankedfortheircooperation.
Variables
Eachofthemainconstructswasmeasuredthroughaslnglequestion.
1)Attitudetowardtheadvertisement(Aad)
"Whatdoyouthinkofthecommercialasawhole?"
5-`Ilikeitalot'-1-`Idon'tlikeitatal'
2)Attitudetowardthebrand(Ab)(priortoviewingthead)
"Whatwasyourgeneralopinion(beforewatchingthecommercial)
aboutthebrandinthiscommercial?"
5-`Ilikeditalot'-1-`Ididnotlikeitatal'
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3)Purchaseintention.
"Doyoufeellikebuylngtheproductonthebasisofthiscommer-
cial?"5-`verymuch'-1-`notatal'
4)Wilingnesstowatchtheadvertisementagain.
"Doyoufeellikewatchingthecommercialagain?"
5-`verymuch'-1-`notatal'
Respondentswerealsoaskedtoevaluatethecommercialon16different
likeabilityItems,indicatlngtOWhatextenteachitemwasapplicable.ThefoL
lowingltemSWereincluded:"fun/entertaining creative,""boring, In-
teresting,"`irritating,""funny,""product/brandimageisappealing,""realis-
tic,'‥`strange,'‥`informativeonproductfeatures,""appropriateforthispro-
duct,'‥`easytounderstand,"`productimageisclear,'‥`cool,'‥`dynamic,'‥`exci-
tlng".Alvariablesweremeasureduslng5-polntLikert-typescaleswhere`1'
indicatedastronglyinapproprlatedescrlptlOnand5`'astronglyapproprlate
descrlptlOnOftheadvertisement.
TranslationoftheResearchlnstrument
Aprobleminherenttocross-culturalresearchisthetranslationofthe
questionnaire(GreenandWhite,1976;Yu,Keown,andJacobs,1993;Samiee
andJeong,1994).Forthisstudy,acombinationoftechniqueswasused.The
authordraftedtwoversionsofthequestionnaireinEnglishandJapanese
thatwerecheckedforequivalencewithaJapanesenative,fluentinEnglish.
Finally,theJapaneseversionwastranslatedintoDutchbytheauthorwhois
anativeoftheNetherlands.Thenbothversionswerediscussedwitha
DutchnativewhoisfluentinJapaneseinordertomakesurethatboth
questionnaireswereconceptualyequlValentinbothcountries.Finally,both
questionnaireswerepre-testedinJapanandtheNetherlands.
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RESULTS
AtitudetowardtheAd(Aad)forlndividualAdvertisements
lnordertotestwhetherthesamplecommercialswereequalylikedby
respondentsinJapanandtheNetherlands,t-testswererunforeachcom一
mercial.Theresultsshowthatforalfourcommercialsthedifferencein
meanAadscoreWasSignificant.Threecommercials(Diesel,Levi'S,Nike)re-
ceivedahighermeanAadSCOreamongtheDutchrespondents,whereasone
commerciaHAdidas)waslikedbetterbytheJapaneserespondents(See
Table2).
Table2 ComparI'sonofAddforI'ndI'vI'dualcommercI'als(t-test)
Mean SD 3:;aeご｡n｡｡ t-value df
Levi's
Adidas
Diesel
Nike
Japan
Netherlands
Japan
Netherlands
Japan
Netherlands
Japan
Netherlands
3,20 0.98 -0.58 -5.73*** 350
3,79 0.93
3.77 0.77 0.38 4.01*** 351
3.38 1.02
3.52 1.19 -0.82 -7.4*** 351
4.34 0.84
4.27 0.74 -0.18 -2.38* 351
4,45 0.65
Note:Significancelevels:*-p<0.05,**-p<0.01,***-p<0.001
5-"likeverymuch",1-"don'tlikeatal";And-atitudetowardtheadvertisement
Inaddition,chi-squaretestswererunforeachcommercialaftercolaps-
ingtheanswersintothreecategories("like","neutral"and"don'tlike")in-
steadoftheorlglnalfive.ResultsshowedthatnowtheNikecommercialwas
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notsignificantlylikeddiferentlyacrossthetwocountries(SeeTable3).It
hastobenotedhowever,thateventheleastlikedcommercialinJapan
(Levi'S)wasstillikedby42.6%oftherespondents,whereastheleastliked
commercialintheNetherlands(Adidas)wasstillikedbymorethanhalfof
therespondents(55.3%).Thus,thesamplecommercialsachievedarelatively
highlikeability(Aad)leveland,withtheexceptionoftheLevi'scommercial
inJapan,Werelikedbymorethanhalfoftherespondentsinbothcountry
samples.
Table3 PercentageofrespondentsglVlngafirmatl'veanswer
(LI'keverymuch"or"like")tothequestionl'DoyoulikethI'scommercial?"
Japan Netherlands
∩-184 n-170
(%) (%) chi-square
Levi'S 42.6 75.7 40.06***
Adidas 72.7 55.3 19.05***
Diese1 57.4 89.4 46.44***
Nike 87.5 93.5 3.77
Note:Chi-squarewascomputedfor3Categories"Positive"."neutral",and'negative
answers.
significancelevels:*-p<0.05,**-p<0.01,***-p<0.001
FactorStructureofAdvertisingLikeability
lnordertofindthecomponentstructureunderlylngadvertising
likeability,thedatasetwassplitbycountryandaggregatedacrosscommer-
cialsandacrossrespondents.Exploratoryfactoranalysis(EFA)withoblique
rotation(Fabrigareta1.,1999)wasconductedforthe161ikeabilityitems.
Itemswithweakloadingsonanyofthefactorsanditemswithhighcross-
loadings(>.40)onmorethanonefactorwereremovedandtheEFAwasre-
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TabIe4 FactoranalysisJapan
Variables Factor
α-.87 α-.84 α-.75
2 3
FactorlILInFormatiue/CLear'
informative
easytounderstand
clearimage
appealingimage
appropriateforproduct
realistic
Factor2I`Cool/EnergeEic'
c`ool'
exciting
dynamic
interesting
creative
notirritating
Factor3ILFuTmy/EnEerEaiTLing
funny
fun/entertaining
Varianceexplained(%)
?????
????
.84
.76
32.8 22.6 10.9
Cumulativevarianceexplained(%) 32,8 55,4 66,3
Note:PrincipalAxisFactoringwithPromaxrotation;Eigenvalues>1
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peatedontheremainingItems.Todeterminethenumberoffactors,the
elgenValue-greater-that-Onerulewasusedincombinationwithascreetest.
FortheJapanesesample,theEFAgeneratedathree-factorsolution
withatotalexplainedvarianceof66percent:(R2Fl‥Informative/Clear-32.8per-
cent(6items),R2F2:Cool/Energetic-22･6percent(6items),R2F3:Ful,ny/Entertaining
-10.9percent(2items);alEV>1).Thecoeficientalpha'sforthethreefac-
torswere.87,.84,and.75,respectively(SeeTable4).Factor1representsthe
cognltiveaspectsofadvertisinglikeability,whereasfactors2and3repre-
sentthemoreafectiveaspectsofadvertislnglikeability.
FortheDutchsample,theEFAgeneratedathree-factorsolutionwitha
totalexplainedvarianceof60･7percent:(R2Fl‥Creative/Entertalning-33･2per-
cent(7items),R2F2‥R｡alisti｡/Ⅰ｡f｡rmativ｡-16.9percent(4items),R2F3‥
E｡｡rg｡ti｡=10･6percent(1item);alEV>1･Thecoeficientalpha'sforthefirst
twomulti-itemfactorswere.85,and.62,respectively(SeeTable5).Factors1
and3representtheafectiveaspectsofadvertislnglikeability,whereasfac-
tor2representsthecognltiveaspectofadvertislnglikeability.
RelationofLikeabiHtyFactorswithAtitudeTowardtheAd(Aad)
CorrelationsshowedthatthethreeJapaneseadvertisinglikeabilityfac-
torsrelatedsignificantlytoAad,especialythe"cool/energetic"factor(r-
.68,pく001),folowedbythe"informative/clear"factor(r-.39,pく001)and
the`funny/entertaining"factor(r-.37,p<.001).Sincethefactorsalsocorre-
latewitheachother,theywereenteredinamultipleregressionanalys上s
withAadaSthedependentvariable(cool/energetic:β-.62;funny/
entertaining:β-.24;informative/clear:β-.16,alp<.001;R2-.58).Thisin-
dicatesthatforJapan,ageneralypositiveevaluationoftheTVadver-
tisementswasmainlyinfluencedbytheperceived`cool"andenergeticqual-
itiesi.e"theaffectiveelementsofadvertlSlnglikeability,andtoamuchlesser
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Table5 FactoranalysisNether/ands
Variables Factor
α-.85 α-.62 N.A.
2 3
FactorlI`Creative/Entertaining'
creative
fun/entertaining
notordinary
interesting
notirritating
funny
appealingImage
Factor2ILRealisEic/TTlrOrmaEive'
realistic
notstrange
informative
easytounderstand
Factor3ILEnergeEic'
dynamic
Varianceexplained(%)
???
.55
33.2 16.9 10.6
Cumulativevarianceexplained(%) 33.2 50.1 60.7
Note:PrinclpalAxisFactorlngWithPromaxrotation;Eigenvalues>1
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extentbythecognitiveelementsofthelikeabilityconstruct(SeeTable6).
FortheDutchsample,correlationsshowedthatthethreeadvertising
likeability factorsrelated significantly to And,especialy the
creative/entertaining"factor(r-.78,p<.001),folowedbythemuchmore
weaklyrelated"realistic/informative"(r-.19,p<.001)ande`nergetic"factors
(r-I.09,p<.05).Sincethefactorsalsocorrelatewitheachother,theywere
enteredinamultipleregressionanalysiswithAadaSthedependentvariable
(creative/entertaining:β-.78;realistic/informative:β-.14;energetic:β-.10,
alp<.001;R2-.62).ThisindicatesthatfortheNetherlands,ageneralyposi-
tiveevaluationoftheTVadvertisementswasmainlyinfluencedbytheper-
ceivedcreativeandentertainingqualities(SeeTable6).Thus,intheNether-
Table6 InfluenceoflI'keabl'I'tyfactorsonAad
Japan
Factor Bcoeficient s.e t-stat
Cool/Energetic .62*** ,026 25.3
Futzny/EnEerEaining .24*** .029 9.3
ZTtrOrmaLive/Clear .16*** .028 6.2
R2
AdjustedR2
Netherlands
58 df 726
58 F 333
Factor Pcoeficient s.e t-stat
CreatiL,e/EnEerEaining .78*** .025 32.1
Realistic/(nFormaEIve .14*** .028 5.7
EnergeLic .10*** .031 4.1
R2 .62 df 667
AdjustedR2 .62 F 368
significancelevels:*-p<0･05,**-p<0･01,***-p<0･001
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landstoo,theafectiveelementsofadvertisinglikeability,contributemuch
morestronglytoadvertlSlnglikeabilitythandothecognltlVeelementsofthe
likeabilityconstruct.
lnfIuenceofAdLikeabilityandAtitudetowardtheBrand(Ab)OnPurchase
lntention
Toaddresstheinfluenceoftheadlikeabilityfactorsandattitudeto-
wardthebrand(Ab)onpurchaseintention,theywereenteredasindepen-
dentvariablesinamultipleregressionanalys上sWithpurchaseintentionas
thedependentvariableJnaddition,dummyvariableswerecreatedtocon-
trolforpossiblyconfoundinginfluenceofhavingseenthecommercialbefore,
familiarltyWiththebrand,possessionofthebrand,andgender.Aldummy
variableswerefoundtohavenoslgnificantinfluenceontheregression.
Resultsindicatedadiferentstructureforbothcountries.ForJapan,the
fourvariablesexplained49.7percentofvariationinpurchaseintention.For
theNetherlands,thefourvariablesexplainedonly28.6percentofvariation.
InJapan,theafective`cool/energetic"factorwasthestrongestpredictorof
purchaseintention,closelyfolowedbythecognitive"informative/clear"fac-
tor,andattitudetowardthebrand(cool/energetic:β-.38;informative/clear:
β-.37;Ab:β-.26;alp<.001;R2-.50).The`funny/entertaining"factorwas
notsignificantlylinkedtopurchaseintention(βニ .ー00,n.S.).FortheNether-
lands,alvariablesslgnificantlypredictedpurchaseintention,withattitude
towardthebrand(Ab)emergingasthestrongestpredictor,folowedbythe
afective"creative/entertaining",Cognitive`realistic/informative",andafec-
tive`energetic"(Ab:β-.30;creative/entertaining:β-.28;realistic/
informative‥β-.25;alp<.001;energetic‥β-.ll,pく01;R2-.29)(SeeTable
7).
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Table7 lnf/uenceoflikeabi/'tyfactorsandAbOnPurchaseintentI'on
Japan
Variable βcoefficient s.e t-stat
CooI/Energetic
ZTtrOrnaIive/Clear
Ab
035 10,8
031 11,2
035 7.9
Funny/ETIEerLainE'ng 1.0 .034 -.ll
R2
AdjustedR2
Netherlands
50 df 565
50 F 141
Variable βcoeficient s.e t-stat
Ab
CreaEE've/EnEerEailiTtg
Beatistic/(aFormaEIve
EwergeEIc
042 8.4
039 7.5
040 7.5
044 3.2
R2 .29 df 656
AdjustedR2 .29 F 67
significancelevels:*-p<0.05,**-p<0.01,***-p<0.001
Ab-attitudetowardthebrand
lnfluenceofAttitudetowardtheAd(Aad)andAttitudetowardtheBrand
(Ab)onPurchaselntention
Next,toinvestigatetherelativeinfluenceofattitudetowardtheadver-
tisement(A且d)andattitudetowardthebrand(Ab)onpurchaseintention,
multipleregressionanalyseswereperformedforbothsamples.ForJapan,
thetwovariablesexplained39percentofvariationinpurchaseintention.
Attitudetowardthead(Aad)wasthestrongerpredictorofpurchaseinten-
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tion,folowedbyattitudetowardthebrand(Ab)(Aad:β-.53;Ab:β-.22;al
p<.001;R2-.39).FortheNetherlands,thetwovariablesexplainedonly24
percentofvariation.Attitudetowardthead(A｡d)wasthestrongerpredic-
torofpurchaseintention,closelyfolowedbyattitudetowardthebrand(Ab)
(Aad‥β-.30;Ab‥β-.29;alp<.001;R2-.39日SeeTable8).
Table8 /nfluenceofAadandAbOnPurchasel'ntention
Japan
Variable βcoeficient s.e t-stat
Aad .53*** 0.031 15.7
Ab .22*** 0.037 6.5
R2 .39 df 567
AdjustedR2 .39 F 184
Netherlands
Variable βcoeficient s.e t-stat
Aad .30*** 0.037 8.5
Ab .29*** 0.042 8.1
R2 .24 df 663
AdjustedR2 .23 F 102
significancelevels:*-p<0,05,**-p<0.01,***-p<0,001
lnfluenceofAdvertisingLikeabilityonWiHingnesstoWatchtheAdver-
tisementagaln
Finally,inordertotesttheinfluenceofadvertisinglikeabilityonthe
wilingnesstowatchtheadvertisementagaln,aregressionanalys上sWasper-
formedwithAadaStheindependentvariable.ForJapan,A且dexplained59
percentofvariationinwilingnesstowatchtheadvertisementagain(Aad:
TheNatureandRoleofAdvertisingLikeability 149
β-.77;p<.001;R2-.59).FortheNetherlands,Aadexplained53percentof
variationinwilingnesstowatchtheadvertisementagain(Aad:β-.73;
pく001;R2-.53)(SeeTable9).Asonewouldlogicalyexpect,therelationbe-
tweenlikinganadandexhibitingwilingnesstowatchitagaln,istherefore
verysimilarinbothcountries.
Table9 /nfJuenceAadOnWi/ingnesstowatchadvertisementagain
Japan
Variable βcoeficient s.e t-stat
Aad .77*** .026 32.2
R2 .59 df 731
AdjustedR2 .59 F 1037
Netherlands
Variable βcoeficient s,e t-stat
Aad .73*** .024 27.38
R2 .53 df 676
AdjustedR2 .53 F 750
significancelevels:*-p<0.05,**-p<0.01,***-p<0.001
However,sincethefactorsexplainlngWhyanadvertisementislikedin
JapanandtheNetherlandsarediferent,analyseswereperformedlinking
theadlikeabilityfactorswiththewilingnesstowatchtheadagalnVariable.
CorrelationsshowedthatthethreeJapaneseadvertisinglikeabilityfactors
relatedsignificantlytowilingnesstowatchtheadagain,especialythe
cool/energetic"factor(r-.66,pく001),followedbythethe"funny/
entertaining"factor(r-.39,p<.001),and"informative/clear"factor(r-.36,
pく001).Sincethefactorsalsocorrelatewitheachother,theywereentered
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inamultipleregressionanalysュsWithwilingnesstowatchtheadagalnaS
thedependentvariable(cool/energetic:β-.61;funny/entertaining:β-.28;
informative/clear:β-.12,alpく001;R2-.55).ThisindicatesthatforJapan,
analogoustoAnd,WilingnesstowatchtheadagalnWasmainlyinfluenced
bythe`cool"andenergeticqualitiesofthead(SeeTable10).
FortheDutchsample,correlationsshowedthatthethreeadvertising
likeabilityfactorsrelatedsignificantlytowilingnesstowatchtheadagaln,
especialythe"creative/entertaining"factor(r-.73,p<.001),folowedbythe
muchmoreweaklyrelated"realistic/informative"(r-.15,p<.001)and
Table10 /nfluenceof/ikeabI'lityfactorsonw/A/'ngnesstowatchadvert/'sementagaln
Japan
Factor Pcoeficient s.e t-stat
CooI/EweraeIE'C
Futzny/EnEerEaining
lnrormative/Clear
030 24.0
033 10.4
032 4.3
R2
AdjustedR2
Netherlands
df 727
F 300
Factor βcoeficient s.e t-stat
CreaEt've/EnEerEaiIZt'ng .74*** .025 27.5
Realistic/(nFormaEive .10*** .028 3.6
EnergeEIc .09** ･031 3I4
R2
AdjustedR2
54 df 669
54 F 264
significancelevels:*-p<0.05,**-p<0.01, ***-p<0.001
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energetic"factors(rニ .ー09,p<.05).Sincethefactorsalsocorrelatewith
eachother,theywereenteredinamultipleregressionanalys上sWithwiling-
nesstowatchtheadagainasthedependentvariable(creative/entertaining:
β-.74;realistic/informative:β-.10;alp<.001;energetic:β-.09;pく01
R2-.54).ThisindicatesthatfortheNetherlands,ageneralypositiveevalua-
tionoftheadvertisementswasmainlyinfluencedbytheirperceivedcreative
andentertainingqualities(SeeTable10).
DISCUSS10N
Afirstaimofthisstudywastoseewhetherthesameadvertisements
wouldelicitthesameattitudetowardthead(Aad)amongyoungadultsin
differentcultures.Theresultoft-testsshowedthatthemeanAadscores
wereslgnificantlydifferentforalfourtestcommercials.Toaccountfor
possiblecross-culturaldiferencesinresponsestyles,answerswerecolapsed
intothreecategories.Chi-squaretestsshowedsignificantdiferencesfor
threeoutofthefourcommercials.Theseresultssuggestthatrespondents
didnotlikethesamecommercialstothesameextent.Ontheotherhand,in
splteOfthefactthatstatisticalyslgnificantdiferenceswerefoundbetween
theJapaneseandDutchsamples,thenumberofrespondentswhoindicated
theylikedthecommercials,Outnumberedthosethatexhibitedneutralor
negativeattitudestowardtheadvertisementsinbothcountries.Ifattalnlng
adlikeabilityamongamaJOrltyOftargetconsumersisthegoaloftheadver-
tiser,thentheconclusioncanbethatitmaybefeasibletousestandardized
commercialsforthe(sports)fashioncategorytargetingyoungpeopleJfthe
goalistostrengthenbrandimagebyentertalnlngViewers,thenproducing
likableadsisawaytoattainthis.Adlikeability'sroleasagatekeeperthat
decideswhetherviewerswilcontinuetowatchtheadvertisementorlgnOre
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it,iscrucialinthisrespect.
Consumersfromdifferentculturesmayhoweverperceivethesame
advertisementindifferentways,andconsequentlylikeordislikethesame
adforentirelydifferentreasons.Asecondgoalofthisstudywastosee
whetheradvertisinglikeabilityhasthesamecomponentstructureacross
cultures.Thestudyshowedthatthecomponentstructurediferedconsider-
ablybetweenJapanandtheNetherlands.Althoughforbothcountriesa
three-factor-solutionwasfound,containingbothaffectiveandcognitive
aspectsofadvertisinglikeability,thesamelikeabilityItemsloadedondif-
ferentfactors.TheJapanesecognitive`informative/clear'factorcloselyre-
semblestheDutchcognitive`realistic/informative'factor,butwhilethe
Japaneseaffective`cool/energetic'factorandDutchaffective`creative/
entertaining'factorssharetheitems`interestlng,`notirritatlng,and`crea-
tive',theitemsloadingmoststronglyonbothfactorsarediferent.Thethird
Japanese`funny/entertaining'factorisaweakfactorinJapan,buttheitems
loadingonthisfactorareamongthestrongestloadingItemsOnthestrong
creative/entertaining'factorfoundintheNetherlands,whichismoststrong-
lylinkedtoattitudetowardthead.Similarly,ThethirdDutch`energetic'fac-
torisaweakfactor,buttheitemloadingonthisfactorisamongthestrongest
loadingitemsonthestrongc`ool/energetic'factorfoundinJapan,whichcon-
tributesmosttoattitudetowardthead.Insum,whereasinJapananad's
perceived`energetic'aspectcontributedmosttoadvertisinglikeability,in
theNetherlandsitwastheperceived`entertalnlngaspectthatcontributed
most.ThisresultappearstoconfirmfindingsofdifferentcrossICulturalinter-
pretationsofthesameadvertisementsreportedbyOnkvisitandShaw
(1980),EvansandRiyait(1993),andUnger(1995).
Thethirdaimofthisstudywastoexploretowhatextentattitudeto-
wardtheadvertisementpredictspurchaseintentionacrosscultures.Results
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showthatinJapan,attitudetowardthead(A且d)wasamuchstrongerpre-
dictorofpurchaseintentionandexplainedaconsiderablylargerpartoftotal
variance,thanintheNetherlands.Incontrast,attitudetowardthebrand
(Ab),WasaSlightlystrongerpredictorofpurchaseintentionintheNether-
landsthaninJapan.Similarly,intermsoflikeabilityfactors'influenceon
purchaseintention,likeabilitywasamuchstrongerpredictorofpurchasein-
tentioninJapan.InJapan,whetheranadvertisementwasperceivedas`cool'
and`energetic',`informative'and`clear'wasmoreimportantthantheattitude
towardthebrandinpredictingpurchaseintention.IntheNetherlands,atti-
tudetowardthebrandwasmoreimportantthanwhetheranadvertisement
wasperceivedas`creative',`entertaining',`realistic',informative,andtoales-
serextent`energetic'inpredictingpurchaseintention.Thecognitive
i`nformative/clear'and`realistic/informative'factorswereshowntoimpact
purchaseintentioninbothcountries.Thesefactorsappeartobesomewhat
similartothe`relevant'factorwhichhasbeenreportedtoinfluencepurchase
intention(Leather,MecKechnie,andAmirkhanian,1994).However,resultsof
thisstudydifferfromthosereportedbypreviouslikeabilityresearch,inthat
theysuggestthattheafectiveelementsofadvertisinglikeabilityinfluence
purchaseintention,evenwhentakingattitudetowardthebrand(Ab)into
account.
Adlikeability(andsimilarlyAad)wasshowntobethestrongestpredic-
torofpurchaseintentioninJapan,whereasitplaysalessimportantrolein
theNetherlands.Thissuggeststhatthe`feeLdo-1earn'hierarchy-of-efects
sequenceoflikingthecommercial-buyingtheproduct-learningaboutthe
productthroughexperience,whichMiracle(1987)hassuggestedtobemore
appropriatetodescribeJapaneseconsumers'reactionstoadvertising,indeed
seemstoaptlydescribethewayadvertisingworksinJapan.Thiswouldalso
explainwhyinJapansomuchattentionispaidtolikeability(kokando)rank-
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ingsofcommercials2).However,this･feel,incorporatesbothaffectiveand
cognltiveelements,suggestingthatthereisalsoanelementofcognltive
learningintheinitialassessmentofanadvertisementbyJapanesecon-
sumers.Ontheotherhand,findingsofthisstudysuggestthatintheNether-
landstoo,thereisa`fee1-do-1earn'hierarchyofefectsatwork.AsinJapan,
the`feel'aspectincludesbothafectiveandcognltlVeelements.
Thus,animportantfindingofthisstudyisthatwhilethe`feeLdo-learn
hierarchyofadvertisingefectsisapplicabletobothJapanandtheNether-
lands,atleastinthefashioncategory,therelationshipbetweenadvertislng
likeability(`feel')andpurchaseintention(`do')ismuchmorepronouncedin
JapanthanintheNetherlandsJnaddition,thecontentsofthe`feel'partof
thehierarchyis`feeltheadiscool,energetic,andinformative'forJapanand
f`eeltheadiscreative,entertalnlng,andinformative'intheNetherlands.
Finally,therelationbetweenattitudetowardthead(Aad)andwiling-
nesstowatchtheadagalnWasfoundtobeverysimilarinbothcountries.
However,inJapanitistheperceived`cool/energetic'qualityofthead,
whereasintheNetherlandsitistheperceived`creative/entertaining'aspect
thatthatleadtoawilingnesstowatchtheadagain.Thisresultappearsto
confirmthefunctionofadlikeabilityasagate-keeperforfurtherprocesslng
ofanadvertisement.
2)e.g.,thelikeabilityrankingspublishedbytheCMSogoKenhyujoandVl'deoRe-
search
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CONCLUSl0NS
Themainconclusionsthatcanbedrawnfromthisresearchstudyare
asfolows.
1)Thetestcommercialswereonaveragewellikedbystudentsfrom
JapanandtheNetherlands.
2)However,theretendedtobediferencesindegreeofadlikeability
acrossthetwocountries.
3)Thecomponentstructureofadvertisinglikeabilitydiferedinboth
nations,butalsoexhibitedsomesimilarity,especialyinthecognitive
componentofadvertisinglikeability.
4)Advertisinglikeabilitycontainsbothafectiveandcognitiveaspects
inbothnations.
5)Therearediferencesinthereasonswhypeopleinbothcountries
feelinclinedtobuyaproductonbasisofacommercial.Japanesecon-
sumersappeartobemoreinclinedtobuysomethingonbasisofliking
acommercialwhiletheirDutchcounterpartsseemtobelessinflu-
encedbythelikeabilityofthecommercialasacriterionforpurchase
intention,butaremoreguidedbytheirattitudetowardthebrand.It
thusappearsthatthefunctionofadlikeabilitylntheadvertising
efectprocessisdifferentacrosscultures.
Ifthegoaloftheadvertiseristoattractandkeeppeople'sattention
thenlikeabilityseemstohaveanimportantroleintheprocess,irrespective
ofculture.However,foradvertisementstomakeconsumersfeellikebuying
theproduct,adlikeabilityalonemaynotbesufficientintheNetherlands,
whereasinJapanitappearstoplayamoreprominentrole.Thislimitsthe
possibilitiesforuslngStandardizedadvertislng.
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LIMITATl0NSANDSUGGESTl0NSFORFURTHERRESEARCH
Thestudyhadanumberoflimitations.
Sampleswerenotidealymatchedintermsofgenderdistribution,with
moremalerespondentsinJapanandmorefemalerespondentsinthe
Netherlands.Thismayhaveinfluencedtheresults.
Anotherpotentialsourceofbiaswasintroducedthroughtheselectionof
commercials.Twoofthefourcommercials(Levi'sandDiesel)hadbeenex-
clusivelybroadcastinEurope.Asaresult,familiarltyWiththestyleof
advertisingortheadvertisementassuchmayhaveproducedhigherratings
intermsofadlikeabilityfortheDutchsample.
Resultscannotbegeneralizedtoalyoungpeopleinbothcountries,but
onlytopeopleofroughlythesameageandeducationallevel.
Onlyfouradswereusedforthestudyandonlyfortwotypesofpro-
duct.Ifdiferentads,brands,orproductshadbeenselected,diferentresults
mighthavebeenobtained.However,asfarastheunderlyingstructurebe-
tweenconstructsisconcerned,thereseemstobearatherconsistentpattern
emergingfromthedatawhichisprobablylessaresultofspecificexecution-
aldetails,butmayreflectmoregeneralizablerelationshipse.g.,betweenad
likeabilityandpurchaseintention.Morethanspecificdetailsoftheadexecu-
tions,theseunderlyingpatternsareofinteresttoadvertisers,sinceeveryin-
dividualadvertisementisunlqueandthereisnosuchthingasamagicfor一
mulaforcreatlngaSuccessfulad.However,moreresearchisneeded,uslng
differentsamplesofrespondentsandcommercials,inordertoverifythe
underlyingpatternsandrelationshipsamongtheconstructsoftheadvertis-
lnglikeabilitymodel.
Finally,thestudyonlymeasuredpurchaseintention,notactualpurch-
asebehavior.Whatpeoplesaytheywildoandwhattheyactualydomay
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becompletelydiferentthings.
Thepresentstudycouldbeextendedinseveralways.First,othercom一
mercialsforthesamebrands,commercialsforotherbrandsandforother
productcategoriescouldbeusedinordertoseewhetherthesamekindof
resultswouldbeobtained.
Second,respondentsfromdiferenteducationalbackgroundscouldbe
usedinordertoseewhethertypeofeducation,typeofuniversity,or
academicmajorWOuldproducediferentresults.Thestudycouldalsouse
highschoolstudentsinsteadofuniversltyStudents.
Third,theresearchcouldbeextendedtomorecountriestoseewhether
youngpeopleinothercountriesshowthesametypeofreactiontocommer-
cials.
Fourth,aresearchdesignincorporatingbothstandardizedadver-
tisementsandlocalizedadsforthesamebrandcouldbeusedtotestwhich
typeofadvertisementgeneratesmorefavorableresponses.
Finally,lnOrdertovalidatefindingsofthisstudyandmakeitpossible
togeneralizetothegeneralpopulationacrossnationalboundaries,thestudy
shouldbeexpandedtoincludenon-studentsamples.
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